
AGENDA TITLE: 

MEETING DATE: March 18, 1998 

SUBMITTED BY: Electric Utility Director 

Professional Services Agreement for Public Education, Marketing and Media Services, 
Electric Utility 

RECOMMENDED ACTION: That the City Council adopt the attached resolution authorizing the City 
Manager to enter into a professional services agreement with AL&Z 
Advertising, Inc. for public education, marketing and media services ($60,000 
estimate) and to appropriate $1 37,071 for a multimedia campaign for 
production, media, optional events and training. 

BACKGROUND: Although the deregulation of the electric utility industry has been in the works 
since the early 9Os, the majority of the public is unaware of the changes that lie 
ahead. City of Lodi citizens are being barraged with marketing information 

from alternative power providers. This has been likened to the long-distance telephone war as customers will 
likely receive daily mailers and receive evening phone calls from competitors. 

In anticipation of the competitors’ media blitzes, the City of Lodi, as a customer owned utility, must proactively 
educate the public about the advantages of maintaining their power with the City of Lodi. In order to educate 
the public, staff members contend that professional services are critical to get across the important message 
that the customer investment in Lodi’s utilities have far reaching implications for the continued excellent quality 
of life in the community. 

To accomplish the public education challenge, and to in effect, protect our customers and the City’s electric 
utility assets, it is necessary to retain the professional services from an accomplished marketing company well 
versed in the fast-paced electric utility deregulation issues. AL&Z Advertising, Inc. is a leading marketing 
company with such experience in the electric utility industry. Past and present clients of AL&Z include Roseville 
Electric, Truckee Donner Public Utilities District, City of Alameda Bureau of Electricity, City of La Quinta, City of 
Palm Springs, City of Palm Desert and the Imperial Irrigation District. In addition, AL&Z was chosen by the 
California Municipal Utilities Association to design, develop and implement a proactive informational and 
educational campaign for a coalition of 21 customer-owned utilities, the California Power Network (CalPower). 
Lodi has had the benefit of being an active participant in the development of this program over the past nine 
months. 

AL&Z has prepared a Marketing Plan for Lodi (attached March 10, 1998 document) which details the proposed 
advertising and education campaign. Included in the Market Plan is a detailed breakdown of the proposed 
working budget (page 24). It should be noted that the proposed budget includes approximately $108,000 of 
local media items, $42,000 of possible local production tasks (brochure printing, direct mail printing and bill 
stuffer printing) and $1 8,500 for local public relations and event options. The budget is extremely focused on 
investing the marketing dollars with local vendors, businesses and organizations. AL&Z approximate $60,000 
professional services are incorporated within the working budget. The contract may be terminated by either 
party with 30 days advance notice. 



'Electric Utility Department Council CommunicatW 
Date of Meeting: March 18, 1998 P g 2 -  

FUNDING: 
Current Operating Budget 
Electric Utility Reserves 
Estimated Cost: Media $ 108,471 

Production 70,100 
PR/Event Options 18,500 
TOTAL $ 197,071 
These figures include up to $60,000 for AL&Z's professional services. 

Alan N. Vallow 
Electric Utility Director 

Funding Approval: 

LwJkLq fi r ! ,  U s X L L  

Vicky McAthie,' Finance Director 

Prepared by: Sondra Huff, EU Management Administrator 

ANV/SH/lst 

C: City Attorney 
EU Management Administrator 

APPROVED ~~ ~ ~ ~ ~~~ ~ .- ~ ~ ~ 

H. Dixon Flynn 
CITY MANAGER 
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SITUATI 0 N AN ALY S1 S 

BACKGROUND: 
The CaliFornia Gold Rush trig ered a migraticn of residents frcm the Bay Area though 

the Moketurnne River, Lodi and i ts  residents prospered by serving traveling miners 
and working :he land. Lodi got its c ricultural stcrt in wheat, then became the 
”watermelon cspital of the world” cn ! i s  known tcdcy for i ts  Famous Zinfandel 
grapes. 

Lodi as they continued on to 9, t e Sierra Mountains. tccated in the fertile land next to 

IN OUR FAVOR: 
Lodi residents appreciate +he cjviet, small-town envircnment  and have c Tcr3 serse 

Of Electric cornmunit will e very rnecningful to residents. 
and uiifity ioydty. T h e  12% of GenercI Fund transfers by Locli 

By mcrketing prior to direct access in Lodi, we will be cble to shcpe opinions 
proactively, rather h c n  work :o retain customers reactively. 

Competition have not focused on tsdi with marketing eiforts, ulthcugh residents 
have been exposed to communications that spill over from neighboring 
Sccramento and Stocktcn. 

Lodi E!ec:tric’s rates are less expensive then PG&E’s in Siocktcn. 

Since Lodi’s residential customers represent 42% of revenues and 87% of accounts, 
the resideotial-Focused ccmpaign we implement will effecfively impact a large 
poltion of todi’s bcse. 

OUR CHALLENGES: 
The local press has reported on deregulation issues and Lodi Electric’s role in the 

unbiase and both sides of issues have Lodi residents mcy 
be aware that Lodi will not offer direct 

industry restructuring. Althou hcs been remarkably ” Fc”m ?? 
Medic vehicles specific to the Lodi area are scurce -- we may need to use less 
efficient media in order to reach our audience. 
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TARGET AUDIENCE PROFILE 
MEET OUR CUSTOMERS 

WHO ARE THEY? 
As of 1995, The 

Lyaky and appreciate he i r  closely knit environment. 

39% of Lodi Electric’s scles are from residential customers,  making up d2% OF the 
utility’s revenue. I I?; of scles come from srnail c3mmercial/industricI, cnd 50% come 
from medium to lcrge C/l. Still, 87% of Lodi’s cccsunts are residential, cnd 22 Jarse 
C/I make up 20% of Lodi’s revenue. The average home sells for $ 1  26,3CC; avercge 
monthly rent is $426.00. 

of Lodi had c PO ulction OF 54,694 and an cve rcge  oi 2.7 
eople per househod. “7 Lodi residents R cve a strong sense of community pride and 

52% are owner occupied with 64% are renter occ2pied. 

WHAT DO THEY DO FOR FUN? 
Residents CF Lodi toke odvantc e of many community based events with emphasis cn 

Lodi Grape Fesital and Hawest Fair. 
the Lodi area is California’s Iecding vorietcj producer of premium Zinfandd wines. 

outdoor activities such cs symp a ony orchestra concerts and counv Fairs, including 
Known today for i ts famous Zinfandel grape, 

ARE THEY AWARE OF DEREGULATION? 
Lodi Electric customers have heard about the upcoming electric utility industq, 
deregulation but are unclear about the specifics and how it will irnFcct them 
personally. Lodi residents express interest in information about dere ulation so the. 

base, Lodi residents are extremely supportive of their loccl util i ty and admit being 
willing to pcy u premium to keep the provider local. 

are prepared to make informed decisions in the future. Regardless o 3 their knowle c! Se 



MARKETING OBJECTIVES & STRATEGIES 

MARKETING OBJECTIVES: 
To educate Lodi Electric customers about deregulation a n d  the benefits of having 
their own locul, community-owned utility. 

ADVERTIS1 NG OBJECTIVES: 
During the campaign period, among Lodi residents: 

Increase top-of-mind awcreness of ~ o d i  Electric cs a community-owned utility thct 
provides Icw rcies, local service, reliable power cnd quick restorction in the event 
of outages. 

Increase customer loyclty to Lodi Electric. 
Decrecse custcmer interest in shopping around fcr clterncte eleciric companies. 
Solidify Lodi Electric's role as a local, community choice. 
lncrecse skepticism about competitor's scvings claims. 

9 

A W E  RTlSl NG STRATEGY: 

TARGET AUDtENCE REALITIES 
A hi h percentage of residents work in 

fboring cities where competitor 
;$Le+ing is undenvay. this audience. 

IMPLICATIONS FOR ADVERTISING 
Lodi must be forthright and pro- 
cctive with communciations to 

AIthou h Lodi's open cccess date i s  

"choice" will be avaitcrb e March 31 st, '98.  

Lodi must explcin deregulation's 
v a r i o u s  ti rneli n es, rei nforcs the; r 
own benefits and jetvices and 

rove that biggrer is not necessarily 
r undeci 3 ed, residents ma assume that 

L e r .  

Lodi should hi hlight their "focal" 
angle with rea stories that emphasize 
their community support. 

9 Lodi's customers value the small-town, 
neighborly way of lik. 

Lodi's residents ore env i ronmen ta l ly  
conscious and may express interest 
in greenN energy options. 

Lodi shculd investigate "green" 
energy offerings. 

. I f  
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POSITION I NG 

CREATIVE STRATEGY 

FOS ITION f NG RECOMMENDATION 
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CREATiVE STRATEGY 
LODl ELECTRIC 

BRAND/ PRODUCTS: 
Lodi Electric provides local residents a n d  businesses with reliable, quali~y, cflordable 
dectriciiy. As a public power utiliv, Lodi Electric employs ~ O C C I ~  residents, supports !ocd 
events and reports to local bocrds and city councils. 

S lTU AT10 N : 
Electric industry dere ulation has received a signiiicclnt amount 0; press over :he pcst eight 

owned utility direct access has been delayed to March 31 s: due to Power fxchance crnd IS0 
s o h c r e  ccmplicoticns. This direct access dcie does nct c;fect publicly owned vkiISies s ~ c h  2s 

Lodi Electric (whose dare has nor  yet b e e n  determined).  

Lcci Electric customers understcnd deregulation, even thoush i t  may not affect them 
irnmediciely. Informing local customers about :he upccmingr changes, the berielirs ;f bcv ins  
a publicly owned and operated utility and the  commitment o i  Lcdi to the cornmuniv will be 
increisingly important 2 s  communications From energy marketers prolifercte. 

months. Originclly p 4 anned to tuke effect hnuary ? st ,  1998, the ccfual date of investcr- 

0 Bf ECTIVES: 
Develop and mcintain a brcnd jdentiiy for Lodi Elecjric- 
Inform customers about Lcdi’s oderings, services onc history. 
Educcte customers about :he upcoming dergulation chcnges. 
Explain truth behind oiher utility’s scvings claims. 

POSITIONING STATEMENT: 
Lodi Electric is the eiecitic utiliiy that combines a loyalty to :he community with 
c commitment  to low rctes :o help make Lodi a better place to [ive a n d  work. 

TARGET MARKET; 
Residential customers who live in Lodi but mcy work either in lodi or outslide of the ares 

KEY COMMUNlCATION POfNT: 
1 should continue fo support my community and s:ick with whct‘s local 

SU PPORT: 
Lodi Electric 
Lodi Electric 

offers aFiordoble rz:es which cre below nei hborip investor-owd d i t y  rates. 
donctes 12% of revenue fo the c iv ’s  G e n e r j  Fund to supcort loczl ,golice, :lreren, 

community activities and orecs. 
Lodi Electric employs ycur  friends and neighbors 
Lodi hos a history or reiiability. . 

BRAND PERSONALITY: 
Dependa bie, Corn potent, Resou rcefui. 



POSITIONING 

Lodi Electric i s  the electric utility that combines 
a loyalty to the comrnuhity with 

a commitment to low rates 
to help make Lodi a better place 

to live and work. 

3 



MEDIA 

INTRODUCTION 

MEDIA OBJECTIVES 

MEDIA STRATEGIES 

I0 



INTRODUCTION 
OUR CHALLENGE: 
Plonning media for the Lcdi incrket pcses c challenge since \here ore few media vehicles ihci 
concentrate specificclly on Lodi. 

With this in mind. we remmmend a No-pronged cpprooch involving: 
A deregulction advertising campaign to educcte and build brand awareness. 
A public re/ations/event carnpcign to spotlighl Lodi’s Eiectric’s comrnuniy focrrs. 

E F F 1 C1 EN CY CON Si D E RAT1 0 N S : 
Lodi Elechic’s customers are c3mprised OF c siablc populaticn a! year-round homecwnws, 

of whom are afhent  retirees who are v e r j  likely to recc :he Iocd paper and wc:& 
C i r c n b l e  N stations. 

We will focus cn ihe todi residen: whc  is effectively recched by targeted: cornmunit\/ medic, 
such as print, radio, outdoor and cable N. In fcct, this audience will be most recepiive Lo 
Lodi E!edric’s poinis of differentiation (cgnmuniv focus, [ o c d  service, tradition of relicbiiity 
and low rctes). 

OUR RESULTS: 
Our recommended m e d i c  plan would use a ccmbinaticn of zrint, cs’sle N, direct rmil cnd 
oufdoor to promote Lodi Eiectrrc a n d  explcin d e r q u l a t i c n .  ’ 

1 1  



MEDIA OBJECTIVES 
TARGET A U D I EN C E: 

Accsrding to the most recent statistics cvailabie From The California Department OF Financs, 
Lodi's population as of Jonuary, 1997 was Sd,812. Analysis of 1990 census dcta (the most 
recent available) indicates !he popu1a:ion in 1990 was 51,874. This represenk a modes: 5% 
increcse. Although the City does not track demographic breakdowns within i ts populction 
base from year to year, our research indicctes u significant number of reiirees in the Lodi arec 
as well as a growing number  of younger professionuls with families from more urbcn areas 
of Northern CaIiiornia . 

DEMOGRAPti ICALIY: 
Adults aged 25-54 (core); 50+, (secondary); HHI: $50 -$75,0CC (core), S25 ,OCCt  
[secondary). 

P SY CHOGRA P H 1 C ALLY : 
Year-round residents includin 

for at lecst ten yecrs. 

affluent retirees, middle -class white - and blue-cdar 
p r o h i o n a l s  and service worr(ers. 9 This p u p  hcs owned their family homer in the Lodi area 

GEOGRAPHY: 
Concentrate advertisin 
readlwotchedllisienecg fo by Lodi residents). 

efforts direcrly in Lodi as much as possibie (er utilize vehicies that c:e 

TIMING: 
Lcvnche deregulation educai.ionol ccrnpaign in early May, 1998, and sustain ackivity at 
relatively high levels for at leas: 6-8 monihs. The public relations work will slightly ptwede 
the advertising tcunch and will support rhe campaign through its duration. 

RATIONALE: 
IncreGse the concentration of medic dur ins  :he ccmpaign's launch period to c:eate top of 
mind awcreness about eiecfriccl derequlation in the rncrkeplcce and reinforce todi 
~lectric,*s important role in the cornrnu'nity. 
Flight media during the  cclrnpaign to maintain consistent awcreness levels cosi-eifeciiveiy. 
By Focusing spot TV into concentrcted blifzes with short, periodic hictuses, the audience 
will think tha t  Lodi Elecfric has a continuous presence. These efficienf hictuses will allow 
us to re-direc: scved dollcrs. 
Image building print and outdoor will be used on c regular basis throughout the 
campaign, 

COMMUNlCAnON GOAL: 
Maximize frequencj against the tcrget. 



MEDIA STRATEGIES 
(IN ORDER OF PRIQRIlY) 

1. 
RATIONALE: 

PRINT - NEWSPAPER AND MAGAZINE 

Newspaper is a tradition4 media vehicle that will be a n  integral 

making his/her own decisions. 
A few publicc~tions are avcilcbk to reach the target cudience. 
Print provides :he additionol sFace necessary to expla in  Lodi E!ectric’s benefits and 
offerings. 
Residents spend t ime with heir  publicciicns, er:suring fhct  our rnessose is recd.  

art OF our media plcn. 
Prinf recches a m o r e  educclted, cYuen t  consumer who enjoys col P ecting information and 

0 

0 

P U C  EME NT: 
DeFending on  the publicaticn, we can secure targeted placement of print ads :o resch 
sFecific groups. (exompie/ Sports bar m e n ,  Liiestyic for women,  etc.) 
We ccn negoticie plccement on rhe ri ht-hcnd page opposite editorid or adicctn: to 
energy-related columns for increased e 9 ficiency. 

ADOEO V A N €  
Publications often oHer cpcntitctive research or direct mcil opportunities to ther impcricnt 
advertisers. 
Print media vehicles oiten participcte cs medic partners for events in exchc;nge For 
advertising contracts. 

EXAMPLES OF PRINT VEHICLES WE RECOMMEND INCLUDE: 
The Lodi News Sentinel 

* The Stockfon Record - (Sundcy lodi lode Secsan] 

2. CABLE TELEVISION 
RATIONALE: 
Since Sacramento arec stctions and network cf!ilia:es would be cost prohibitive cnd 
extremely wasteful to reach t h e  Lodi resident on a regular basis, we recommend ccble N as 
an efficient option. With the frecuen we are recommending Lodi Elecvic will recch 96.3% 
of all households c n d  87% 01 all’ Ad% 3%. Cable TV ccn be as broad or as targeted cs our 
message requires, and deJivers all :he benefits of broadcast television: . Provides cn ensaging, cctive medium for our messages. 

Incorporates the invovin combination of sound and sight. 
A l b s  us to select speci P ic programming to tcrget our audience. 
Provides a professional, legitirncte venue  for our communiccftons. 

ADDED VALUE: 
We will take advanta * OF free cdded value opportunities suck cs public service 
announcements (PSAST: news interviews, billbourds, etc. as they increase overall 
frequency and promote top-of-mind uwareness. 

EXAMPLES OF 7V STATIONS/CABLE COMPANIES WE RECOMMEND INCLUDE: 
Mediu One serves the Lodi mcrket. 



A brccd kuy wiih ticulcr ernphcm on network prccpmmtn on CNN, Fax, 
Discovery, ESPN T R"" e Weaiher Cbcnne!', Ij/etime, A&€, and ot F1 er sports 
progromning/Dromotional 0ppor:wni:ies. 
Selective vse OF brocdcast TV, e.g. news brocdccsts OR Sacramento Channel 3, and 
Reno Chcnnel 8 cadd be considered rvn s very selecfive Scsis. 

3. DIRECT MA11 
RATIONALE: 

0 

Direct mail provides a n  opportvnity to zxplain deregu lahn  in detcil: wiih the hopes thct 
customers will spend extended time with the piece. 
Direct mail oilows for extreme1 efficient targeting of the cgstomer bcse (zip code, 
cus:omer code, spending level etc.1. 
Direct mcil provides an oppor:unity !Q mFlain the benefits and sewices of Lodi Electric to 
c ' ~  storners. 

EXAMPlES OF DIRECT MAIL WE RECOMMEND INCLUDE: 
Brochures, newsletters, postcards, bill stwgerr, etc. 

4. OUTDOOR 
RATIONALE: . Provides geographic flexibility, allcwi~g us to 

Builds consumer awcreness with mass reach. . Supports the print, radio and cable n/ e;for+s. 
Reaches the residents that drive work each 

target s p e d .  ic crecs. 

day. 

fYPE5 OF OUTDOOR: 
Billboards on freeway and streei locations in and around Lodi. 

OUTDOOR COMPANIES WE WOULD RECOMMEND INCLUDE: 
Oufdcor Systems 
V d e y  Outdoor Advertising 
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PUBLIC RELATIONS 

0 8 J  E CTIVE 

STRATEGY 
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PUBLIC RELATIONS OBJECTIVE /STRATEGY 

OBJECTIVE: 

campaign is to heighten 
support of community activities. This will 

continue to support it. 

STRATEGY: 

PHASE ONE: . Development and distribution of unique and creative press kits ihct will dovetail with the 
images established in the advertising campcisn. Kits will include background inr for rnc ii on 
on Lodi Ejectric, cn overview 01 deregulation and how i f  will aXec: customers, b iopph ies  
of key persannel, rate comparisons, answers to frequently asked questions, and caiendcrs 
of events sponsored by/supported by Lodi Eieciric. 
Distribution of opinion piecas fo key loccl medic. 
Suggestjcn to The Lo& News Seniinel :hat a key Lodi Electric employee write c seriodic 
dere ulation column. 

other variables to provide intormuticn cbout deregulation, Lodi E ectric’s’s activities, etc. 
Each issue can contain helptul hints o n  understandin 
energy, geting involved locally and enjoying the LO J I environment. 

9 A coorfuf 9 newdefter distributed quarterly ta customers CCIR be tar eted by zip czde or 

the upcoming changes, conserving 

PHASE TWOf 
Sponsorship o i  a series of community events in the todi c rec .  Fcr maximum impcci, focus on 
activities for Families with children as well as seniors. 
fxa m p I es in c I u d e: 

Explorction of sponsorshi 

Sponsoring a youth mural project with energy/consewction themes through lcccll schools 
and iocd civic grou s such as The Lodi Ar% Commission cnd The Rotcry Club. 

of The Library Programs. 
Sponsorship of a n  Earth Day cleanup project in April (Keep America Beautiful Month] 
with tree/seed giveawcys ( in cooperation with major growers in Lodi crea) 
Celebrction of Public Power Week within the community with u local ”Power Breakfcst” 
Puncu ke Morning . 
Youth fingerprinting/lD day with local police department/service clubs. 

Medic tie ins with cable networks such as USA Network, lifetime and A&€ neiworks 
(cvrrently, c orornotion and cccompanying contest supporti~g the broadcast of a new 
produdon oC Moby Dick o n  USA network i s  ovoilable to local cdvertisers- a great 
educational promotion with schools). 

Event Sponsorship such os the Electric ~ ish t  Parade in December, Field and Fair Day, Concert 
series at Hutchinr St. Square, and others. Lodi Electric can tie in with existing events and/or 
seek community pubiic/private secbr partners such as The Lodi Parks and Recreation 
Department, The Chcrnber of Commerce, The Arts Commission, The Rotary Club, l ions Club, 
etc. to create new ones. 

opportunities at the annual Lodi Grape Festival. 
Development of mutuaily t eneyicial activities with the wineries, c p p e  growers, eic. 

Working with local P ibrcries cs a collection site for a public book donation drivelfrtends 

. 
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RECOMMENDED CAMPAIGN TACTICS 



RECOMMENDED CAMPAIGN TACTICS 

he able to 
e f f i c i en c/ . 

For Lodi 

AS =: member of the California Power Network, Lodi Electric will beneiit from the group’s 
development of print, rcdia, N, outdoor, media relations and collatercl matericls. BY using 

keep our production dollars at c minimum and mcxirnize our media Sudger‘s 
these existing materials in combination with some new Lodi ElectTic-specific matericls, we w!iI . I ‘  

Electric, we recommend a mixture of: 

Public In formationlhted ia Relations 

and 

Traditional Marketing/Advertising 

If our budset allows, we will also extend cur communications with 
emp bye  e - spec i fk pro jecis . 

Our public inforrnation/media re[ations rogram has already be vn to inform cusnners 
about dere dation 5y using the print an8broadcas.t news. In cd ! ition to providinb the 
media and 9 o c d  cornmunit). with a consistent and cccurate source of information, this 
prosram will also provide positive ediforial support to assist Lcdi Electric in educa:ing cnd 
retaining their existing customers. Pcri of the public relations work will stem from the work 
currentlydone For :he CaiPower carnpcign, while other projects will be developed !or use 
in Lodi alone. 

This public informction campaign will lay the groundwork for traditional marketing and 
advertising. The cdveriising and printed pieces developed for this portion of the rcgrcrrn 
will share a common “look and feel.’’ Some ot the ads for use in Lodi will come l o rn  the 
CclPower campaign, and others will be developed specificaIly for the!.utiIir. By 
integrcting a mix of existing ads cnd new work, we will keep producion ollars io c 
minimum. 

The followin 

and prinling costs will follow. 

pages outline each selected factic in order of priority and  lists estimated msts 
For public i n  9 ormaticti activities onc! advertising. Please note thot ccival media time/spcca 
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RECOMMENDED TACTICS 
In order of prioriiy 

C ateqo ry: Traditionul Advertisi n 
Tactic: Newspaper Advertis? 
Customers will turn to :he news press for in ormation on dere ulation. Newspaper ads cun 
build brand identity and provide detailed information, as  wel as suppo~ a n y  media relctions 
work we do within the publicction. We recommend a combinction of existing CalPower 
newspaper adverfising and custom Lodi cds for the locsi press. 

B P 

Rationde: 
Upscule, educated adults read newspapers daily or on Sundays and y y x i c i e  ihe limeiy, 
InLrrnative nature oC i ts  cdvertising. 

Tactic : Brochure 
An information-rich brochure explcining the benefits O F  a public power G t i l i t y  like Lodi E!ec!r;c 
and the Facts cbout deregulat,ion as i t  cpplies to Lcdi Electric customers will be a vaiuabie 
pcrt of this plcn. We can adcpt the CalPower brochure to include 1-2 pcnels of Lodi- 
specific information so that the piece wiil be tailored for h e  Lodi market. The brochure will 
encourage customers to ccll the v t i l i v  with questions or comments ond will shcre ihe "tcok 
cnd Feel'' of the general CalPower carnpcign. 

Rationale: 
m e  gives us the opportunity to be copy-inkenshe, since pecpie tend io spend y,ore 
time with a printed piece thcn any other type of markeiins. 

lactic: Direct Mail 
A u n i q u e  direct mail campaign csn be an ideal medium to promote a contest, sweepstckes 
or giveaway specificclly to your customers. For example, we could giveawcy a "free year of 
electricib" to one public power customer as a way to focus ceention on :he CclPower 
message and !he collateral maierkls. This wcy, customers will be more iikaly to spend time 
with our materich. 

Rationale : 
Direc: mail provides on eHicient way to target Lodi E!ectric customers. This medium i s  periect 
For delivering specific messcges cost effective1 . T h e  print nuare OF fkis medium also 

(N/radio) tac: i c. 
encourages people to spend more time wifh t t: e piece t h a n  they would with c brocdcclst 

Tactic: Out-&Home 
Out-of-Home media in Lodi includes: 

Rationale: 
E a c h e s e  vehicles will allow us to reach customers, promote brand 
oworeness/recognition and provide deregulction information. 

Billboards - permanent bulletins, 30-sheet posters panels ,  and eight-sheet poster panels 
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Tactic: Bill Stuffers 
By inserting vivid, engaging bill stuffers hct share :he overall ccrnmi n’s ”look cnc! fed.’’ 
we will compound the exposure aF our m e s s a g e s  to customers. Thesefill stders can 
reinforce our key messages. 

Rationale: 
-bill stuffers have c low rate of recdership cmong customers, if we creafe pieces Fhcr 
are dramatically colored and interestin we will be able to take cdvcntcge of the mosi C3si- 
eFfectiva vehicle ... their own electricity i?dl. 

Tactic : Cable N 
Cable TV commercials, produced ;or CcllPower cnd icgged with the Lodi Electric loso, will 
give us the ability :o t c r p t  our audience by selectins specific programming. for wcrnple, we 
ccn develop an NBA baskerball sponsorship (fcr etinc men) or air commercials s n  Libiime 
(for women]. The 60-second cmmercials availct le tKrcug/? C c h w e r  will eliminate 
dramctic production costs from ihis media selecrion. 

Rationute: 
T Z Z K i s  engasing, emoiionci, intrusive and irnpactful. we wiII be able to achieve hisI? 
levels of awareness a d  reuch large grcups quickly with this medium. 

Cateqory: Media Relations 
Tactic: Press Releases, Distribution und Monitoring 
As a CclPower Fcrticipant, Lodi Electric will benefit from the comprehensive press kit  and 
press relecses created, distributed cnd monitored by AL&Z. As Lodi Electric ariici ates in 
iocai events and promotions, we csn develop press releases to complement I F: e CaiPower ’? 
effort. 

Rationale: 
By proactively Forwcrdir: 

associated with newspaperr, will lend Further credibility to our perspectives. 

releases ro the press, Lodi Eiectric will have  an active hcnd ir: - egecting the sfories that 7l t eir casicrners recd in the  newspcpers. I he third-party obiediviv 

Tactic: Opinion Piece 
Again, as a CcIPower participant, Lodi Eiectric will benefit From the opinion piecz wrieen cnd 
distributed by A&? ut no incremental cost. Most fikely, this o inion piece will promote the 
results of the deregulation impact sfudy being conducted on beLlf of CalPaver. 

Rationale: 
Our& of having Lodi’s community-focused weekly paper, The Lodi News. Sentid, 

Lnd of successful editorial are extremely vcluable. 
ick up and run he opinion piece are strong. The legitirnacf and edibility crected by this 

Cateqory: Events 
Tactic: Grape Festival and Harvest Fair (September) 
This is the laraest annual event in Lodi. It is  held Seoternber 17-20 and is eauivalent to Q 

U 

couniy fair in nature. There are over 350 booths aAd annual attendance of upproximately 
100,000 people. It’s mission is to promote the agricultural products of San Joaquin Coun 
The Festivd strives to present outstanding, family oriented exhibits that not only entertain L+ 
educafe. 1t also sewes CIS an important venue for non-profit organization fundraising with well 
over $100,000 raised ecch year This year will mark the 6 1 s t  year of the Festival. 
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Susgested Lodi Elec!rtc tnvolvement: . Sponsorship of " D i s c w e r i n g  Scence", a new exhibi t  area fo be added to the Fesrivcl in 
1998. It will be a professionci ty  orgunired cnd fherned exhibit c n d  will d i z e  :he wcrk s: 
loczl school children as well as sdults. There will c n  electricity zrea within this exhibit. 
Sponsorship of Tbe Kids Zone wiih children's' crt znd recycling center 
Sponsorshrp of the Safetylcnd crea [with local fire/?olice/school bus sciety demos, etc.) 
Sponsorships of stages, grape stomps, eic. 

* The Grape Festival organizers will ccrs:orn design a spcnsorship packcge for the Lcdi E!JC 

T a d  c : Chamber of Commerce "Street Fakes" [May and October) 
These twice yearly c n n u a l  events  are presented by :he Lodi Chamber or Commerce on the 1 s t  
Sunday of May and Octocer. With over 30,000 peo le in aitendcnco end 70C vendors Fhese 

major fund-raiser for T h e  Lodi Chamber of Commerce. 

Suggested Lodi Electric involvement: . 
arts/craCt/cntique events are extremely populcr with r occl residents. These fairs serve as 3 

Have o. presencz at :he events with c themed booth reflec:ins, for axample the history cf 
electricity. A contest can be organized (prize of free electricity for 6 months?), Sivecwcys 
to cttract public's cttention, create stronger presence cnd positive feeling in the 
corn m un i  ty 
Co-sponsorship role in priniing/production/distribuiicn of o;ficic/ event brochures. 
Co-sponsorship role in paid print/coble N advecising schedule. 
Other Chamber of Commerce joint opportunities where cvailable. 

t 

Tactic: Joint Promotions with Lodi Deportment of Parks and 
Recreation (Year Round) 

The Lodi Deparhenf of Parks a n d  Recreation has a very important a n d  highly visible role in 
the community. Its' programs attrcct thousands of spechators ma pcrticipants annuclly. 
Softball  Iournaments, swim meets, boar races, car shows and man , many other events and 
cchi f ier  are held annually. It would be exfremely beneficial for Lo J i Electric to 02 more 
involved as a reccgnized sponsor of scme of these events and prqrcms. 

. Sponsorship/matchin Funds/schoicrships for cfter-school program in less c8luent c:ecs 
where Comilies w a n t  t e services but are unable to pay the $3 per child er day. 
Sponsorship of Pcrks a ~ d  Rec. sponsored Easter Eg5 Hunts - provide a1 materials fcr 
h u n t  ($I,OUO) 
Sponsorship of League in Youth Bcseball and Soccer progrcm (S 125 per tecm, 24 :ecms 
in league: 33,000) 
Recosnition of placement of new light poles and sfandcrds alon5 Youth Park arec pc:h 
(three 20' stondurds, $A,500) 

Suggesfed Lodi Electric involvement: 

P a 

Tactic: Sup rt Of Senior Citizen Programs 
Seniors comprise a p" crge and influential segrnenl of Lodi's population. Therefore, it would be 
extremely worthwhile for Lodi Eleclric to get involved i n  var ious programs designed for 
Sen iors. 

Suggested Lodi Electric involvement: 
Support of Therapeutic Wellness Swimming Program at the Senior Center at Hutchins 
Streef Squore 
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Promote Lodi Eieciric sewices :kc; czuld be oi specicl interest to seniors such ss special 
Mediczl rates, the Medical Shut-oif Notification Prosram, Third Part\/ Notificzticn Servica, 
and special rctes for SSi cnd SSP recipients. 
Support of Adult Day Ccre Prcgrcm at Senior Progrcm 

Tactic: Samuel Salas Park Scoreboard Sponsorship 
The new Samuel Sclas Park i s  the premier park in Lodi. 11 Fectures four new sports fieids - 3 
bcsebcll, and one softball. The park will host youth as well as adult teams. An estimcted 8:- 
ICC,OOO people wilt visit the ?crk each year. Four new scorebocrds need to be purchcsed 
and sponsored by advertising revenue. Pepsi has alreody expressed interest in sponsorship. 
lo& &tic can sponsor one of these boards. An added benefit for Ladi EUD is  thct h e  
Scorebocrds are visible from the street. The boosters of the Soys cnd Girls Club ai Ladi is 
hccding up this sponsorship search. 

Suggested Lodi Electric involvement: 

0 

Five years sponsorship of Bocrd {see media plan fcr cosr breakdown) 
Scoreboard acts as an advertisins “billbocrd” with room for message fron lo& E1ec:ric. 

Tactic: Joint Promotions with Lodi Arb Commission 
The Lcdi Arts Commission puts on a number of events and programs throughcur :he yecr :hc: 
zHraci fomilies cs wdl as senicrs :o downtown lodi’s Hutchins Street Scpars. Having a roie in 
the cultural hecrt of Lodi ccn be a very beneficial way for Lodi Electric to create awcreness CC 
its role in the communi . The recent downtown revitalization provides c wonderfd bcckdrcp 
for any number of wort ‘t: while events. 

Suggested Lodi €lectr!c involvernent: 
Co-sponsorship of Friday Nisht Live, Cabaret Concert Series 
Support of Lodi Symphony, prcgrcrns at Lodi Art Center 

Pro rums Support -The Friends of the Ladi Library 
The Friends of the ti El rary operate one of the few all-volunteer adult literacy prccprns in 
Northern California. Over iifiy :utors are active in this worthwhile progrcrn on a y e d y  basis. 
The  F r i ~ n d s  also support a n  after schcol tutoring prcgram fcr children, COT uter trainin$, 

The have tremendous need for financial support of their prcgrcms. Nhich are cll 

Tactic: 

children‘s’ reading progrcm, cnd a book delivery program for shut -ins - GI ’ ‘P at no charse. 

un ci erfunded. 

Sugsested Lodi Electric involvement: 
Provide all art supplies for children’s program 
Join forces with area schoois, Parks and Recreation Depariment, Soroptomists, Rotary 
Club fo present a Ci wide spelling bee, “recdcthon”, or other book/reading re la id 
event to raise funds Z r  the Friends of the Library Prcgrcms. 
Join with-Media One Cabie TV to take advantage of ccble nefwork opportunities (for 
example USA Network is currently presenfing G new adaptation of Moby Dick. Books 
and posters are available For local community promotions). 

Tactic: Parade of Li 
This event i s  sponsored by the 
Association. Now in its third 
residenls. It is held on the 1 
Suggested Lodi Electric involvement - 

with the Lodi Downtown ausiness 
be exfremely popular with Lodi 

Continue the tradition of a Lodi Electric themed goat 3ponsorship 
d 
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Host a Act chccslcie cnd  csokies “thcnk ycu” recepficn Foz h c t  decorction and ;=crc& 
volunteers. 
Use of footcge from pcrade on Ccbfe N to prcmote ~ o d i  Electric community involvemen: 

Tactic: Cable Television Promotions [Quarterly) 
As an advertiser on TCI ccble, Lodi Electric can take advcntcge of promotional pcckcses 
connected to vcrious special broadcasts or holidcy/annucl promotions on cable networks. 
Examples of such promotions are outlined below. We recommend tha! lodi Electric 
participate in fcur of these promotrons per year - one every qcarter. 

Exa rn p les : 
Ben Franklin’s BirthdaX (January, 1999) 
Ben Frankiin, the fcther ot electricity, will celebrole h is  birthday in January. A unique 
promotion can be developed around this ko commemorate :he event and his incredible 
scientific contributions in conjunction with local schools. This is  a g,reat opportunity to g ive 3 
historical erspective to electricity. It c3n be done in coniunction with The History Chcnnei 
and/or T R e Fnmily Channel For added exposure. 

Suggested Promotional Elements: 

Ben FrcnkIin look-alike contest 

Cooperation with public library 

Foster cdoring contest for area schoolchildren (work :o be displayed at Lodi Electric or 
other locsaiion TBD) 

Fair (March, 1999) * lo i E,ec,ric ccn sponsor a n  Enersy Fair ct the Lodi Senior Center. This c d d  include a laser 
show, solcr cook-out, exercisdwater cerobics (creates energy in people!}, and other 
acfivities. It c m  OISO involve c 
theme in cooperation with loca P schools, service organizations (Judges From the Senior 
Center, Chamber of Commerce, cnd Lodi Electric) 

resentation of science projecis/experirnents with an enercjy 

Suggested Promotiand Elements; 

. Cominuniv Programming faping and airin of the events. 

Promotional spots on Discover/ Channel, A&E, The Lecrning Channel . The ~ C J S  wcuk 
be programming with inventions and inventors as the theme. 

G iveways  from the Utility and the Nefwor %s 

Other Promotionul Ideas: 
Shark Week ( Discovery Channel-Summer),  Breast Cancer Awareness (A&E-Fall), and Wcrid 
Cup Soccer (Gahvision-Spring) are other populcr Cable Teievision “events” that czn be 
developed into community promorions targeted to specific demographic groups. 

Tactic: On Hold Communication Service 
Even if we decide not 10 include radio time in our comrnunicoficns plcn, the CalPower rcdio 
commercials can be used while customers hold on the line at Lodi Eleciric. 

Tacfic: Community Events 
Public Power Week, 4th of July Celebration at Lodi Lake, 
Teenlead Pro ram, Labor Day Weekend Field and Fair Oar, Power Pancake 
Breakfast, Hig Yl School Career Day, etc. These events woud further support Lodi 
Electric in the community at a low out-of-pockef cost. 

Lodi Youth Commission 



LODI BUDGET BREAKDOWN 
THROUGH 6/30/99  

TASK DESCRlPTlON AMOUNT 
Working Budget: 9200,000 
Media: 
lodi News Sentinei Newspacer Spcce 
Siocbon Record NewspaFer Spcce 
Media One Cable Tv T ime/  ?remotions 
Pillboard Space-Valley Cutdoor Advert 
Scics Park Scorebccrd SpccsOrship 
Chamber ci C o r r m e r c e  Newsletter 
Chcmber o i  Ccnnerce  Ancucl Cirec:ory 
Zcseboard S p o n s o r z h i p  
Cpn t i nq en cy Fund : 
Mediu Subtotal: 

Estimate' 
b / m o  for months $22,200 
?x/mo {or id  months $ 1  1.347 
14 month3 533,350 
14 months S23,380 

5 5,COG 
3 3,FCC 

1 x F e r  y e c r  S 1,8dC 
over 5 years 9 5,WG 

S 2.4% 
$1 08,47 1 

Production: 
F b r e c t i n g  Lodi-specific Print Ads (3) 

cusrornizing Tv Soots I2) 
Customizing Newspacer Ads (6; 

Customiring/Printing Billboo:$ ?csiers [ 2 x 2 cmceptsj 
Custom;zing Srcchure, 3irec: Mcii, 3iII Stuffer; 
Cn - Hold Radio Custom i zctic ,?; 

Brochure Printing [.5C,CCC) 
Direct Mail Printing !SG,OCOj 
5ill StuFjer Printina iSC.C,CO x 3! 
Production Subtotal: 

PR/Event Options (includes sponsarship/materials] 
GrclDe Festivc 

Estimate" 
S8,OCO 
93,ccc 
s :,a0 
5 I0,Oc.O 
s4,COO 
s1,5cc 
~20,000 
s i0,oco 
51 2,000 
$70,100 

Estimate' 
$5.000 

C of C Street Faires {2) .S2;500 
Parks cnd Recreaticr? Coop 2venis $5,000 
Senior Citizen Progrcn? s/'Even ts  $2,300 
Arts Commission Events s2,OGG 
Friends of the Librap1 S I ,000 
Pcrcde of Liakts $ 1  .cco 
PR/Event Subtotal: $ 7  8,500 

Additional Recommended Task: 
Research: Estimate' 
Benchmark Study: $30,000 
Research Subtotal: $30,000 
[Total: $ 2 2 7 , ~  1 

Estimates are based on current  available knowledge and may change as the plan 
develops. These amounts  are mennt t o  give us some working totals, not final figure3. 
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TIMING/NEXT STEPS 

MARCH APPROVE WORKING BUDG€T 

APPROVE MARKETING PLAN 

CONDUCT BENCHMARK STUDY 

ISSUE/APPROVE PRODUCTION QUOTES 

APRIL 

MAY 

RESERVE MEDIA SPACE/TIME 

CUSTOMIZE CALPOWER PRINT 

CUSTOMIZE RADlO 

DEVELOP 1001-SPECIFIC PRINT 

CONTINUE WITH PR 

CUSTOMIZE OUTDOOR WORK 

CUSTOMIZE TV SPOTS 

BEGIN EVENTS SCHEDULE 

LAUNCH OUTDOOR WORK 

tAUNCH DIRECT MAIt/BROCHURES 

LAUNCH PRINT AND W 

JUNE-APRIL AD AND EVENT CAMPAIGN CONTINUES 

APRIL CONDUCT CLOSING BENCHMARK STUDY 



AL&Z Advertising 
Thank you For considering AIU Ad vefiisin?, I ~ c . ,  cs a marketing partner to 
Lodi Electric. As the advertising agency seeded by California's municipci 
utilities to create and implement a multi-media communications and medic 
relations campaign, we are excited to be able to share our experience in 

D E S f 2 T  order to help your customers see you in CI whole new light. 

3 2 2 6 G As we investigated creative ways to accomplish your gods, we identified 
. . . . . _  PHONE. .,...__ severcl cornmunicotions challenges facing public power utilities as 

restructuring nears. These include: 
76Q 7 T 9 . C i  r ; . 
. . . . . . . . . F a  .... . . - . . . . 

7 5 ~  779,C108 

':i ? A S E O  

c A l i ? O R N i A  

Educating customers about h e  Fundamentcl differences between Investcr- 
Owned Utilities (IOUS) and Consumer-Gwned Utilities (COUs). 
Educating customers about what to expect in lighf oi the upcoming 
chun es in the elecbic vtilify industry with a marketing effort thct will 
supp ? ement  the state's multi-million dollar campaign. 
Retaining current customers amidst the certain onslaught of aggressive 
marketing tactics by IOUS, out-of-state providers, independent energy 
providers and power marketers. 

. -....C-MAIL........ 

w ~ w  A l z  c a m  

We are confident h a t  you will find AL&Z to be the most qualified firm to 
provide ou with superior service. In addition to being a top quality, highly 
cwarde J agency with a track record of delivering results, AL&Z has: 

Developed a thorough understanding of the electric utility industry, its key 
players and its main issues, and can "hit the ground running." 
Built a career in successfully communicating to diverse groups cnd  
bringing persuasive clarity to coniusing marketing issues. 
Developed a proven system for managing ci process involving multiple 
utili+y decision -makers. 
Spoken at various electric utility industry conferences, including the 
American Public Power Association c n n u c l  conference and CEO 
round table. 
Trucked industry news on a daily basis with custom Internet secrches, 
targeted usenet subscriptions and subscriptions to The Sccrmento Bee, 
The lodi News Sentinel and The Sockton Recard. Relevant news and 
legislature is circulated throughout the office to keep account members 
current.  



EXECUTIVE SUMMARY 
AL&Z Advertising, lnc. wcs established in January, 1993, and quickly ecrned 
a reputation for award-winning creative and successful strategic rncrketing 
services. We offer clients a diverse range of services including: 

Marketing and cdvertising plan development 

inform at i o n c I Q n d ed u cati ona I cam pa i 5 n c reotio n 

Market resecrch and concept testing 

Integrated multi-media advertising campciign planning 

Media research, planning and purchasing 

Public relations pianning and mcncgernent 

Direct mail campaign creation 

Package design and corporate identiiy implementation 

Web site s t ra teg ,  development and hcsting 

By founding AL&Z Advertisin 

thinker, and a successfuI venture capitalist to create one of the fastest rowing 
advertising agencies in Southern California. As CI tecm, they have le .l AL&Z 
fo bebeen '100% and 300% growth each yecr. 

in 1993, principals Danny Amato and Ncz 
Sesi came together as a high B y awarded creative director, a strong strategic 

Today, our 1 5 stdfers crecte fresh, distinctive, intellisent and effecfive 
odvertising thct you'll come to recognize as ow trademark. In the four yecrs 
since openin , AL&Z has won more than 8 0  I G C ~  Add Awards, Rqionci 

for tie high recatt rates garnered by our print work. 
Add Awar 2 s and Best-of-Shows, and we have receivej national recognition 

Al&Z has successfully planned, designed and implemented campcigns For 
municipal, state and government clients, including work for consumer-owned 
utilities. Our approach i s  forward-thinkin , multi-cultural, and validated by 
ositive results. Our in-depth understan J ing of the issues and challenges 

fccing these orgenizafions has allowed us to help clients present idecs and 
proposals up fhrough cify councils and governing boards. 



AL&Z CAPABlLiTlES 
STRATEGIC MARKETING 
For a campaign to be successful, the olan must be comprised of two key 
elements: (1) The Right Message, unG( (21 The Right Media. One without the 
other is often useless, and one created in a vacuum from the other is risky. 
Unless boih messa e and media are conceptualized and executed in conceri, 
we risk alienating 7l t e desired audience. 

As such, we have taken a holistic approach to COUs’ issues; We have 
investigated the industry, examined the situction, spoken with leaders, and 
analyzed the competition in order to recommend a direction grounded in 
strategy. Th is  strateg will now be applied to the entire campaign, from 
media choices throu X creative concept. By making Al&Z a partner in the 
entire process, you’l ? have an agencl that shares in your commitment to the 
results. 

PRINT, BROADCAST & INTERACTIVE CREATIVE 
We’ve won many awards for our creative, but more importcntly, cur work 
gets results. Our creative spans print, broadcast, radio, direct mail, ovtdocr, 
Internet and interache. We will work to create a mwningful brand identity 
that will be  instantly recognizable across various ty es of vehicles. This 

audience and increases the efficiency of your marketing dollcrs. 
increases the individual impressions your message R as on the desired 

Our print experience includes troditionai news aper and magazine 

production, brochure and collateral deve 9 opment, direct mai and point-oi- 
purchase si ncge and display. Our work with electronic or broadcast 

P advertising, cusfom inserts, retail and hi h tec R catalog desi n and 

L- the campaign, we will evaluate all of these options P or the prosram. 

creative inc 7 udes infcmerciuls, TV, radio, digital animation, modeling, effecfs, 
hoto manipulation and off-line non-linear editing. De ending on I e bud2et 

MEDIA 
A n c i e n t  media plan i s  c rare combination of creativity, insiuht, and 
frugality. ALgZ crafts plans that invest the right cmount, i’n’ the ;ight plcces, ct 
the ri ht  time, to influence the audience with a frequen-cy that motivates acficn 

year by e cient and strategic media planning and purchasing. 

Pre-Buy Media Research. A L U ’ s  in-house research tools help us gather 
detailed information on the target audience and potential media vehicles 
before we compile a media plan. A s o b a r e  system called TAPSCANm 
allows us to gather market intelligence through a program culled QualiTapO, 
providing access fo qualitative research From Scarborough, Media Audit, MRI 
or Simmons, including information such as income, education, occupation, 
credit curd usage, purchasing habits, household possessions and travel. This 
infomation can be broken down by zip code or county and merged with 

t% 
or a f? ects erception. We routinely save our clients thousands of dollars u 
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broadcast and news aper ratings to produce reports listing the media that 
recch the target 5 u  x ience mast efficiently. 

Media Planning And Purchasing. Once AL&L hcs a solid understanding of 
fhe marketing objectives and the target cudience, we access media vehicle 
data to determine the best mix for the campaign. 

First, AL&Z uses T A P S C A W  and TvSCANTM, the most complete system for 
planning, scheduling and posting radio, Tv and cable buys. TAPSCANO and 
TvSCANTM give us access to current Arbitran and Nielsen ratings respecfively, 
cnd provide l i s t s  OF availcble programming in seconds. With these tools, for 
excmple, AL&Z a n  profile a selected station's dayparts in cn hour-by-hcur 
report, to de te rmine  the times of the day when a specific target audience is 
watching listening. This information allows AL&Z to negotiate shrewdly, 
purchasing only the specific hours needed to reach the audience most 
effectively. ALM has implemented this prccedure For our Inland Empire 
clients, and will extend pre-negotiated ALaZ volume discounts to our clients 
as appropriate. 

MoltiMediaTM is a pro rcm that helps AL&Z compute reach, frequency and 
complete cost analysis 9 or N, cable, radio and newspcper vehicles, 
individually or as a combined media mix, and displays all the data on a 
single page for easy comparisons. 

Finall , ALM then uses TAPCONNECTTM, a revolutions on-line network thci 

vehicles over the Internet. The result is  un recedented efficiency and cccurccj, 
and allows a station to transfer avails ancPrates directly into our media 
buyer's computer. This way we get answers and connect with media reps 
without the delcy cnd Frustration OF playing phone tag all day. 

enab r es us to communicate and transFer information to t x e selected media 

Post-Buy Analysis. 80th TAPSCAN@ and TvSCAN'" include reconciliation 
pro rams that help AL&Z generate post-buy summary reports for each stution 

break-averaging information and day-of-the-week and quarter-hour posting. 

Should the actucl schedule deviate in any wcy from the approved pion, AtgZ 
will negotiate on behalf of our clients for makegoods or credits. Plan affidavits 
and post-buy reporis are forwarded regularly to our clients. 

or P or the buy as a whole. AL&L will also include spot rotation summcries, 

COMPETITIVE TRACKING 
AL&Z understands hat to know the competition is to service the client. We 
will make it Q priority to track cornpetitice marketing activity, spending levels, 
strategic directions and industry moves. 
reports and make predictions on future adion, incorporating this knowledge 
into every aspect of our work on the account. 

For clients, we provide quarterly 



CORPORATE ID 
AL&Z desi ns lo os and crafts corporate identity pcckcges including 

briefing document that inclu es all of the attributes and messages we hope to 
convey with this new imcge. We give the art t eam color preferences, image 

CI set of new logo options 
Wat match our needs. We present several roun ve O! s of options or revisions until 
we arrive at the logo that is approved. 

dp 
collateral J -  esign 9 or the grou . TO arrive at his new logo, we drck a creative 

oak and usage information so that they de I 

PUBLIC RELATIONS 
A L U  will harness the power of third-pa 

marketing activities and include: 

communication across the bocrd 

editorial by planning c strctesic 
public relotiuns program. The plans will T e designed to dovetcit with existing 

Moderation of initial message workshops to identify key themes For 

Development and distribution of press materials and kiis 
Writing of all press releases 
Concepting, production, editing and distribution OF video news relecses 
Mediu training for spokespeople 
Planning of editorial tours for key personnel 
Identification of legislctive testimonial placement 
Manasement of all media  relations and story follow-up 
Coordination of press conferences 
Planning a n d  management of cornmuniv events 

TECHNOLOGY 
ALU’s commitment to technology is realized by a cutting-ed e art 
depafiment, including high-end Macintosh workstations (eat! with 
substantial R A M  and acceleration) that work toaether with color scanners, 
large-format 6&W laser printers, color-cali b r a d  2 I ” monitors, and large- 
format color thermaJ wax transfer laser printers. 

In addition to the art department, A W  has installed two state-of-the-art 
digital, video editing bays, capable of providing full, non-linear editing and 
production far all multi-media and broadcast projects. With our Media 1 OO 
s stem, it is possible to transfer digital information created for print material 
Jrectly to video or CD-ROM across the network, seamlessly and quickly. 

INTERNET SERVICES 
Should we determine that this campoian warrants a new Web presence, 
AL&L’s Internet and information tebhnYology services can offer ;ustomized 
solutions that are on target with current communications strategies. Af this 
stage, i t  seems that Web activity ma be more useful to munici a/ utilities from 

scheduling, account balances, energy saving tips, etc. 
u customer service point of view, o f? ering service interactive in P ormation and 
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In this case, we would call upon our  strategic alliance with Science 
Applications International Corporation (SAIC) to offer uccess to network, 
database and security engineering services from a firm responsible for settins 
standards in secure on-line communications and commerce. a o S d  in Son 
Diego and international in scope, SAIC is the largest employee-owned 
technolo y Firm in the United States. 
Our corn Yl ined services include: 

4 
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Web Site Design, Construction, and Maintenance. 
Web Strategy Development, Site Promotion, and Visitor Trccking and 
Analysis. 
Web Server Hosfing and Bandwidth Mancgement. 
Network and Securiv Design and Engineering. 
Oatabcse Management. 
CGI, JAVA, ACTIVE X and HTMI Programming. 
Internet Firewalls and Encrypfion. 
tntranet. 
Extra n et. 
Electronic MciI. 

As listed above, At&! can creafe an Intrcnet network between pafiicipcting 
utilities for the expedited exchange and dissemination of informotion. If this is 
of interest, we can discuss this option in further detail. 
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AL&Z TEAM MEMBERS 
ALWs 15 staffers each sewe on several accounts, depending on the size 
and scope of the project. The AL&Z team assigned to this account is mcde up 
of the same team that manages the activity of Colifornic’s municipal utilities. 
This deregulation platoon includes: 

JODI BEASLEY, ACCOUNT SUPERVISOR, LEAD PROJECT MANAG€R 
Jodi will Function as fhe main point person for he Lodi account a d w i l l  
rnanase all aspects of the project. She will represent the client‘s interests 
the agency, and will makc recommendations on behclf of the agency to the 
client. Icdi will brief h e  creative, media and production departments on ail 
projects, will mancge the process infernally and will present all work to the 
client. Jodi has also been the key account contact for Califomic’s municipci 
utilities, and understands achieve success wifh a large group of pcrticipants. 

Jodi joined AL&Z in 1995 to oversee all Agency accounts and manage 
business development. As Account Su ervisor, Jodi also m a n a g e s  research 

spearheads new business pitches. 
cssignments, plans and  implements pu E l ic relations programs and 

Prior to AL&Z, Jodi was an Acccunt Executive with J. Walter Thompson in 
Scn Francisco, working on a team of more t han  70 people on the Sprint 
Telecommunications account. Jodi handled strategic and creative direction 
for the brand’s residential, business and international divisions, managing a 
51 20 million annual budget. Jodi also lived in Sania Fe, NM, working at 
Hine & Cross Associates us an Account Svpewisor. There she mcnaged ci! 
ccccunt activity on  projects including Caors, Kraft General Foods, Fi-Bcr, and 
Blue S k y  Natural Soda. 

Jodi holds a B.S. in Journalism from h e  Medill School of l ou rna l i sm at 
Northwestern Univerrify, and i s  a graduate of the American Association of 
Advertising Agencies proyam in Advanced Advertising Studies .  

DEBORAH GODLEY, MEDIA DIRECTOR 
Deborah will research, plan, present and purchase strategic multi-media 
plans across 
the client a J w i l l  sewe as the pointperscn for all media representatives. 
Once a buy i s  placed, Deborah will monitor its r u n  for accuracy and wiil 
reconcile the purchase with post-buy affidavits. 

rint, outdoor, radio and TV. She will negotiate on behalf of 

As our Media Director, Deborah uses Topscan sofhvore to access Arbitron 
and Neilsen data 
unusual for Deborah to save clients tens of thousands of dollars through her 
sawy negotiations . 

in order to plan media buys most effectively. It is  not 
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Prior to ALU,  Ceborch was the Marketing Directcr for The la Quintc Arts 
Foundation, where she hcndled media and supervised design cnd roducfion 
of all advertising. Prior to this position, Deborah had her own mar F eiing and 
advertising consulting firm in Los Angeles, Utopian Marketing Grcup, and 
brought to the table marketin advertising and public retations experience 
from Scn Frcncisco, New Yor 9; and Dallas. 

Deborch holds a B.A. in English Literature from Leicester Universiv, Leicester, 
England,  and u Masters in Urban Studies and Economics, also frcm Leicester 
University . 

JOLAINE COILINS, DIRECTOR OF PUBUC RElATlONS 
As AL&Z‘s director of public relations, Jolaine Collins brings a diversify 01 
public relations, c o r p o r a t e  and media experience to he account, Jolaine will 
plan and implement ail public i d a r m a t i o n  activities for the account, including 
media relations and medic skills !raining for spokespersons. JoIaine is cis0 

ublic relations stoffer for the California municipal utilities, and hcs 
been the “7 alowing F the oihation cs it develops in Lodi. 

Jolaine has rnancged c n d  implemented statewide, issue-orientsd czmpoicys 
for a variety OF clients, including those relating to: 

Public Transit 
Flood Control 
Traffic Safety 
Healthcore 
Municipal Water Supply and Purity 

A former n e w s p a p e r  reporter and editor, she wus a communications staff 
member of a Fortune 100 company,, and un account supervisor and director 
for an international public relations agency. 

A n  accredited business communicator (ABC), J o b i n e  specializes in 
ccmmunicztions mancgement, speaker training and media relations for 
private and public sector or anizations. She’s conducted training for top 
managemen t  of AT&T Wireess Services, The National Hi hway Traffic Safety 
Administraiian,  Vision Service Plan, Rcky’s, Mercy Healt ccre, and hcs 
trained s p e a k e r s  for three sfatewide ballot c a m p a i g n s .  

f P 

Jolaine holds a 3.5. d e g r e e  frum the Scbod of Journalism at the University of 
Colorado, Boulder. 

DANNY AMATO, CREATNE DIRECTOR/PRINCIPAl 
Danny will function as the lead creative officer on the  account, and will be 
responsible far concept direction and creative team management. Danny will 
be available for creative presentations on an as-needed basis. 



As one of the founders cf AL&t in 1993, Dcmy's rcle us Creative Direcfor 
shewcases his abili to cansistently translate a strotegy or positionins 

Dcnny  uses today's technology to speed the work t rough producfion. 

Donny has become one oi the most awarded creatives in the Southern 
California's lnland Empire. His 85 local and regional Addies and countless 

rinf awards, inc!uding 2 Inland Empire Gold Ad Awards, are a testament IC 

[is distinctive work. Danny graduated in 1986 from h e  La Jol!a Acodemy of 
Advertising Arts in Scn Diego. Danny manages G team of art directors 
i nc! udi "9 : 

F statement into visuc 1 design-in record time. An ex ert on the Macintosh, 

Bernie Muehr, Senior Art Director 
Bernie has strong backgrounds in print cnd brocdcast creative 
desi n, and is fluent in Adobe AfterEffects, Electric Image, Form 

holds a B.F.A. in Design from fhe University of fowc. 

Prior to joining AL&Z, Diane spent 7 4 [ears in qruphic desisn 
and advertisin 

Thompson/SF ond McKesson Corporation. Diane is fluent in 
Photoshap, Illustrator and Quark and Adobe AkerEffeds, and 
she holds a B.F.A. in Visual Communications From California 
State Universiv at Long Beach. 

2, P E otoshop, Illustrutor a n d  Quark s c h c r e  programs. Bernie 

companies inc B "ding Foote, Cone & Belding/SF, 1. Waller 

Diane Niemann, Art Oirecfor 

for Northern and Sout ern Ccii ornicn 



SELECTED CLIENT LIST 

AL&Z has amassed an exfensive base of client experiencs, rcncjing from 
municipcl and stcte organizaticns to healthcare groups. Our accounts spcn 
the nat ion,  from San Diego, Cclifornia, to Ypsilanti, Michigan. Lisfec! below 
j.5 Q partial listing of our client experience to date, as it is relevant to :his YFe 
of campaign. 

Municioai and State Oraanizations 
CalPower (Californic’s Municipal Utilities Associaficn) 
Cify of Alameda Bureau 01 Electricity 
Cify of La Quinta 
City of Palm Desert 
City of Paim Springs 
Imperial lrrigction District 
New Mexico Department of Economic Development 
Palm Springs Convention and Visitors’ Bureau 
Palm S rin s Film Festivcl 

Truckee Donner Public Utilities District 
RoseviI P B  e E ectric 

Reta i 1 /Fin anc ia 1 
Harris’ Department Sfores 
Hemet Federal Savings & Loan Association 
Palm Springs Savings Bank 
Sesi Lincoln/Mercury 

Hea ithcare 
Desert Hospital 
Desert Hospital Foundation 
Inland Empire Health P!an 
Procure 
Tower Health 

In d ustria 1 
Richmond Technolosy, Inc. 
U.S. Filter 

%cssy Hotel & Theatre 
Hotel Si.  Francis, Santa Fe, NM 
Hyatf Regency Suites 

att Grand Champions Resort 
5 Hl eraton Hotel, Anaheim, CA 
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RESOLUTION NO. 98-51 

A RESOLUTION OF THE LODl CITY COUNCIL 
APPROVING THE PROFESSIONAL SERVICES 

AGREEMENT WITH AL&Z ADVERTISING, INC. FOR 
PUBLIC EDUCATION, MARKETING AND MEDIA 

SERVICES FOR ELECTRIC UTILITY AND 
AUTHORIZING THE CITY MANAGER TO EXECUTE 

SAID AGREEMENT 

BE IT RESOLVED, that the Lodi City Council does hereby approve the 
Professional Services Agreement with AL&Z Advertising, Inc. for Public Education, 
Marketing and Media Services for Electric Utility; and 

BE IT FURTHER RESOLVED, that the City Manager is hereby authorized and 
directed to execute the Professional Services Agreement on behalf of the City of Lodi. 

Dated: March 18, 1998 

I hereby certify that Resolution No. 98-51 was passed and adopted by the City 
Council of the City of Lodi in a regular meeting held March 18, 1998 by the following 
vote: 

AYES: Council Members - Johnson, Land, Mann and Sieglock (Mayor) 

NOES: Council Members - None 

ABSENT: Council Members - None 

ABSTAIN: Council Members - Pennino 

L h L - e u ~ . ~  
ALICE M. REIMCHE 
City Clerk 

98-51 






